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Introduction 
The world has been in a state of worry and fear as 
the COVID-19 disease keeps spreading from one 
country to the other. The virus has claimed a lot of 
lives and has put the global economic and social activ-
ities on hold where there have been laws enacted by 
various countries to forbid local and international 
travel and social gathering to prevent the spread of the 
disease. 
Businesses have been greatly affected by the 
COVID 19. Apple as one of the global tech giants has 
been forced to temporarily close all stores outside of 
China where the pandemic originated (Eadicicco, 
2020). 
The COVID-19 disease originated from China 
has affected almost every part of the world 
(Schumaker 2020 & Davidson, 2020). 
According to the World Health Organisation, the 
coronavirus disease (COVID-19), is an infectious dis-
ease caused by a newly discovered coronavirus and 
most people infected with the COVID-19 virus will 
experience mild to moderate respiratory illness and 
recover without requiring special treatment. 
Stöppler (2018), also claims that the coronavirus 
is a type of common virus that infects humans, typi-
cally leading to an upper respiratory infection (URI.). 
Therefore, seven different types of human coronavirus 
have been identified of which most people will be 
infected with at least one type of coronavirus in their 
lifetime. This means that every individual is at risk of 
contracting the virus at a certain point and time in his 
or her life. 
According to Q&A on coronaviruses (2020), the 
most recently discovered coronavirus causes corona-
virus disease COVID-19. The virus spreads from per-
son to person nearby through droplets of body fluids 
of an infected person, coughs and sneezes and the 
symptoms manifest between 1 – 14 days after con-
tracting the disease (Al Jazeera 2020). 
On March 11, the World Health Organisation de-
clared the COVID-19 disease a pandemic as it has 
affected over 110 countries with over 118,000 cases of 
the illness (Ducharme, 2020, Cucinotta & Vanelli, 
2020). 
According to the BBC, by 3
rd
 April 2020, the to-
tal number of the CPVID-19 cases had surpassed 1 
million, showing no signs to decrease anytime soon. 
According to (Secon, Woodward, & Mosher, 
2020), the total number of global cases on COVID-19 
had also surpassed 1.6 million by April 10, 2020. 
As panic over the pandemic spreads globally, 
more businesses are facing difficult choices thus to 
close up business entirely, adhering strictly to social-
distancing recommendations; stay open; or something 
in between (Testa, Maheshwari, & Friedman, 2020). 
This pandemic has affected operations of various 
businesses and organisations which includes their 
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nesses, as global economies are also experiencing 
economic contraction (Semuels, 2020). There have 
been ups-and-downs of global stock markets recently, 
and have witnessed the reports on the catastrophic 
effect of the crisis on airlines and shipping across the 
world. Also, production facilities in Europe are com-
pelled to slow down or halt their production cycle due 
to shortages of supplies from China (Blommaert, 
2020).  
Furthermore, Bloomaert (2020) asserts that Chi-
na's exports took a sharp downturn in January and 
February 2020 as a direct effect of the epidemic which 
at that time had not become a pandemic, and its effects 
are felt across the world, which perhaps the most iron-
ic example could be the fact that labs in charge of 
COVID19 testing around the world are running out of 
supplies since much of the diagnosing equipment are 
produced in China or by manufacturers whose supply 
chains involve Chinese partners. 
As a result, this has also affected a lot of compa-
nies who produce and sell consumer goods, with their 
supply chains in China and this includes the marketing 
mix of their marketing strategy. This write up is a one 
that employs the qualitative approach that employs a 
statistical inference to draw conclusions from related 
elements. 
Literature review 
Initially, the traditional concept of the marketing 
mix includes Price, production, promotion and place 
which could also be referred to as the 4Ps 
(Suryaningsih & Nohong, 2019). 
The four P’s were designed by E. Jerome McCar-
thy in the 1960s, and this classification has been used 
throughout the world to an extent that most business 
schools teach this concept and are also considered as 
the foundation of the marketing mix (Kenton, 2019). 
The Marketing Mix is referred to as the set of tactical 
marketing tools that’s Price, Product, Place and Pro-
motion, that a business blends to produce the response 
it wants in the target market (Kotler&Armstrong, 
2012). It is about providing the right product in the 
right place, at the right time, and the right price. 
Therefore, the four P's (Price, Product, Place and 
Promotion are combined and implemented by busi-
nesses to create a desired marketing strategy. Price 
seems to be an important factor in the promotion mix 
and Kotler et al. (2006) simply define price as: "the 
amount of money charged for a product or service. So, 
the price of a product equates the amount the consum-
er pays for that product. 
A product is the tangible things a company offers 
their customers to satisfy their needs or wants and 
every successful company considers the product’s 
form, functionality, features and benefits from the 
stance of the consumer (Ahmed, 2015). Some of these 
tangible products may include clothes, smartphones, 
shoes, cars, etc. A product serves as a bundle of bene-
fits that are attained by consumers in an exchange 
transaction (Blackwell et. Al. 2006).  
According to Kotler (2008), one of the keys to 
success in place and this begins by choosing the 
community where the business will operate. Morrison 
(2002) defines place as a physical place and a distribu-
tion channel where a product could be available and 
accessible to consumers through the company's inter-
mediaries. 
Lastly, promotion can also be called “communi-
cation mix” (Bowie and Buttle, 2004) or “promotion 
mix” (Kotler et al., 2006) that consist of a variety of 
promotional tools like advertising, sales promotion, 
brochures, loyalty cards, sponsorship, point of sale 
materials, sampling, websites direct, marketing and 
others. 
Coronavirus and the marketing mix 
a. Price 
In light of the COVID-19 outbreak that originat-
ed from China, on the 10
th
 February 2020, The Wall 
Street Journal reported consumer inflation that 
reached it's highest since 2011. China’s consumer 
price index rose 5.4 % in January, after rising 4.5 % in 
December, according to CEIC Data and this rise 
comes after economic activities have been curtailed in 
most parts of the country by the coronavirus outbreak, 
which led to some factories being temporarily closed 
and travel restrictions within the country (Pound, 
2020). Food prices in China, in February, surged 
21.9 % from a year earlier, outpacing January's 20.6 % 
gain and hitting the highest level since April 2008, 
when food prices jumped 22.1 %, according to data 
service provider Wind, (Marketwatch, 2020 and 
Cheng, Qi, Wang, & Zhu, 2020) 
According to the Financial Times, On the Ama-
zon website, hand sanitizer and respiratory masks 
were at a point sold at more than 2000 % mark up and 
also a pack of 20 masks made by a manufacturer 
called “3M” was on sale at $387 compared to the 
normal retail price of about $15 while a pack of 24, 
20z bottles of Purell hand sanitizer was sold at $400 
despite the actual price of less than $10 (Lee, 2020). 
Also, Lee (2020). Asserts that third-party sellers 
on Amazon are also hiking the prices of these particu-
lar products. 
Also, Meyersohn (2020), confirms that the coro-
navirus pandemic has skyrocketed the price of eggs to 
a 14 %  increase at Morton Williams stores in New 
York as the company is frustrated that it's paying dou-
ble for eggs from its suppliers. 
Furthermore, Mukherjee (2020) also reports that, 
in Kolkata (India), consumer electronics companies 
plan to increase prices of refrigerators, air-
conditioners, microwave ovens and washing machines 
from March due to higher component prices amid 
short supplies from coronavirus-hit China and large 
manufacturers including LG, Voltas, Samsung, Haier 
and Panasonic have decided on a 3–5 % in price. 
b. Product 
China, which is the second-largest economy in 
the world has all but halted its production of consumer 
Маркетинг 
Bulletin of the South Ural State University.  
Ser. Economics and Management. 2020, vol. 14, no. 3, pp. 180–187 182 
goods such as phones, clothing, and automobiles for 
the past several weeks due to the outbreak of the coro-
navirus (Ghaffary & Molla, 2020). 
As the virus keeps spreading it has affected a lot 
of factory activities in China to fall at a record rate in 
February 2020, as manufacturers closed their opera-
tions to contain the spread of coronavirus and the 
country's official measure of manufacturing activity - 
the Purchasing Manager's Index (PMI) - dropped to 
35.7 from 50 in January thus affecting companies like 
Apple, Diageo, Jaguar, Land Rover and Volkswagen, 
which rely on China's production and consumer mar-
ket (Prescott, 2020). 
According to Zinberg (2020), the COVID-19 dis-
ease might cause a shortage in generic drugs, APIs 
and PPEs like surgical gowns, gloves, masks and res-
pirator, as there are disruptions in the supply due to 
limited manufacturing activities in China since it is the 
largest manufacturer in the world. 
As the virus keeps affecting companies tied to the 
Chinese supply chain, some manufacturers have already 
had to slow down production in their plants outside of 
China, and the list increases every day. For example, 
Fiat, Chrysler Automobiles NV announced on February 
14 that it is temporarily halting production at a car facto-
ry in Serbia because the parts for production comes from 
China. Similarly, Hyundai said that it decided to sus-
pend its production lines from operating at its plants in 
Korea as a result of the disruptions in the supply of parts 
due to the coronavirus outbreak in China (Haren & 
Simchi-Levi, 2020). This signifies that products could 
be delayed for a while to make it to the market for 
consumers. 
Also, Apple’s supply chain in China slowed 
down due to the virus outbreak, which led to iPhone 
and AirPods supply constraints, resulting in Apple 
limiting iPhone purchases to two per customer on its 
online store in several countries and in early March, 
the company warned retail employees about shortages 
of replacement iPhones (Gurman & Wu, 2020). Apple 
announced the new Ipad Pro 2020 on the 18
th
 of 
March 2020 with a new keyboard accessory but as the 
iPad already started selling, the keyboard was not 
ready to on sale yet until the May, that’s an unusual 
delay due to the constraints on Apple’s supply chain 
(Gurman & Wu, 2020). 
Also, the Business Insider reported that the 
launch of Apple's next major iPhone, believed to be 
called the iPhone 12, could be delayed by one or two 
months as both the company's business operations and 
supply chain recover following disruptions related to 
the coronavirus pandemic (Eadicicco, 2020). 
Etherington (2020) reported that Amazon tempo-
rarily suspended its Fulfillment by Amazon Program 
(FBA) to allow prioritize shipment of household sta-
ples, medical supplies and other high-demand products 
due to the coronavirus outbreak. 
This was confirmed from Amazon’s official seller 
central page on their website (https://sellercentral.ama-
zon.com/gp/help/external/help.html?itemID=GF37V7Q
BB8WSVF43&tag=bisafetynet2-20&) and this shows 
how the outbreak has caused a turn in the type of prod-
uct Amazon prioritizes for sale.  
In the UK, the BBC report claims that the gov-
ernment only allows individuals to go and shop for ne-
cessities like food and medicine and other necessities. 
Therefore, only supermarkets, pharmacies, off-
licences, petrol stations, newsagents, home and hard-
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ware stores and garages are supposed to operate (Wil-
son, 2020). This has sparked controversies among the 
people about what is considered a necessity for each 
person. 
According to Wilson (2020), most supermarkets 
in the UK haven't told shoppers what should be 
classed as priority or essential goods but have put lim-
itations on the number of items you can purchase of 
certain products which included paracetamol, toilet 
roll, hand sanitiser, baby milk, pasta, rice and canned 
goods. 
An online article by Shevchenko (2020) confirms 
a situation in Russia where some goods have become 
harder to find amidst the coronavirus outbreak and 
thus shelves that were previously filled with buck-
wheat, rice, pasta and noodles, flour, and toilet paper 
sometimes look empty. 
Spending has promptly shifted to staple items 
such as groceries and household cleaning supplies, 
away from apparel and accessories (Thomas, 2020). 
An analyzed data by Adobe Analytics, from trillions 
of visits to retail websites and millions of product 
stock keeping units, found out that online grocery pur-
chases are leading the eCommerce boom and Among 
the most popular items in people's internet shopping 
carts are Health products, gym equipment, toilet paper 
and canned foods with to a 100 % boost in sales for 
groceries, 807 % boost in virus protection products 
such as gloves, masks and hand sanitizers, and a 
217 % boost in over the purchase of over the counter 
drugs (Brown, 2020). Also the purchase of gym 
equipment like kettlebells, dumbbells and treadmills a 
saw 55 % boost (Brown, 2020). 
c. Place 
The time of coronavirus is proving to be a confus-
ing moment for consumers. In an unusual act for US 
retailers, more than 90 stores across the country chose 
to close their doors for an unspecified period to prevent 
the spread of the deadly coronavirus in the US and after 
while a company like Walmart took measures to reduce 
working hours in their physical shops (Biron, 2020). 
The spread of the virus has compelled a lockdown and 
quarantine period across the globe. 
In the moment of quarantine to prevent the 
spread of the coronavirus, stores selling essentials like 
food, drugs, household goods and, of course, toilet 
paper continue to sell out their inventories but stores 
selling general merchandise, apparel, home, footwear 
and other non-essentials are feeling the full impact of 
the quarantining (Shoulberg, 2020). 
Neate & Halliday (2020) claims that Many Euro-
pean countries and US states have forced the closure 
of all shops, except for those deemed essential, such 
as supermarkets, other food retailers and pharmacies. 
Since shops are been closed across the world, 
consumers deemed it necessary to resort to online pur-
chase and Pymnts (2020) asserts that the coronavirus 
has compelled most US consumers to shop online as 
they have transitioned from a digital-often world to a 
largely digital-most world in under a month across 
their “business and life as usual” activities amid 
the coronavirus. This is as a result of the stay-at-home 
orders issued by the governors of various states (Lee, 
2020). 
a study by Karter (2020) asserts that the pandem-
ic crisis has accelerated the shift to online shopping, 
particularly for mobile thus overall, physical stores 
sales have declined by an average -1.2 %, while online 
sales show an average 1.0 % increase. 
USA Today also reports an overall increase in 
online sales of 25 % amidst the COVID-19 crisis de-
picting the great shift from physical retailing to online 
retailing. 
d. Promotion 
The magic promotion has on consumers seem to 
be failing during the coronavirus. Thomas, (2020) 
says that some companies are giving decent online 
deals and many retailers that did not offer free ship-
ping are now offering it and even extending the period 
consumers can make returns amid the coronavirus 
pandemic and also even as companies send a 25 % or 
30 % coupon to consumers’ email, consumers are not 
responding to these coupons because the wariness 
surrounding the pandemic has prompted consumers to 
tighten their wallets.  
According to Neil Saunders, the managing direc-
tor of GlobalData Retail, companies can discount in a 
demand-weak environment but it doesn’t matter in 
this period of the pandemic (Thomas, 2020). 
Collins & Hays (2020) reports in their article that, 
email marketing is working against companies and 
brands who are using them during this period of the 
coronavirus because it is not yielding any results since 
consumers are on the lookout for information related to 
the pandemic and so marketing experts agree that using 
the mass attention on COVID-19, or the coronavirus, as 
a marketing hook is, at best, unseemly. 
CNBC reports that people took to Twitter to ex-
press their irritation at being sent marketing emails 
from companies they haven’t heard from in years and 
most ad agency executives concur that trying to adver-
tise during unprecedented times is a difficult balance 
(Handley, 2020). 
Due to the coronavirus, there is a shift in the way 
of promotion where ads are done without real-life TV 
or still shots but instead, companies are shifting to the 
use of animation, illustration, CGI (computer-
generated images), VFX (visual effects), motion 
graphics, compositing, stock footage, user-generated 
footage and more, as confirmed by Will Lion, a man-
aging partner at BBH London in a brief to clients as 
he cited examples of an ad campaign for Audi, which 
was produced using CGI, and text-heavy ads for the 
Guardian newspaper, both done without shoots (Hand-
ley, 2020). 
Conclusion 
One can infer that the coronavirus pandemic has 
caused a great change in the lives of consumers due to 
Маркетинг 
Bulletin of the South Ural State University.  
Ser. Economics and Management. 2020, vol. 14, no. 3, pp. 180–187 184 
how uncertain the crisis seems. People are spending 
on essential goods necessary for the state in which the 
coronavirus pandemic has plunged the world into.  
Even though essential products differ from per-
son to person but we can realise that most individuals 
are buying the same category of products which are 
considered the most essential products at the moment, 
ranging from groceries, household staples, protective 
and health supplies and gym equipment, which lead 
almost every shopping list of consumers. Retailers 
selling products in these categories are making a lot of 
money from consumers by outrageously increasing the 
prices of these products than the usual prices they 
were sold at because of how limited these products 
have been since the outbreak of the coronavirus, and 
to the extreme, some are even out of stock at retail 
shops due to limited supply in the face of rising de-
mand. The law of demand and supply asserts that 
when demand exceeds supply, prices rise and thus the 
absurd increase in prices (Kramer, 2020). 
Also, this period of coronavirus, social distancing 
has become a rule and it has enforced the closure of 
many physical shops and retail businesses across the 
world leading to a boom in online retailing resulting in 
a 62 % increase in online order for in-store-pickup as 
findings from Adobe Analytics show (Brown 2020). 
The virus has done more harm than good to the 
product of companies as numerous companies had to 
stop production due to either shortage or limited parts 
for production as there was a disruption in their supply 
chain tied to China where the virus originated. This 
has caused delays in the product release and closure of 
some manufacturing plants and retail shops and one of 
the famous ones is Apple (Huguet, 2020). 
Furthermore, the coronavirus has shifted the way 
people react to the promotion of consumer goods as 
people ignore discount coupons sent to their emails 
and others also getting bored with companies sending 
adverts to their emails. It is assumed that consumers 
are not interested in news and information that is not 
related to the coronavirus pandemic and so marketer 
are beginning to attach news and information to the 
ads they send to consumers to get their attention. 
Marketing agencies are also resorting to anima-
tion, illustration, CGI (computer-generated images), 
VFX (visual effects), motion graphics, compositing, 
stock footage, user-generated footage for their adverts 
instead of real-life TV or still-shot adverts. 
In a nutshell, the coronavirus pandemic has a 
tremendous effect on price, product, place and promo-
tion of and it has also changed the behaviour of con-
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Учитывая, как пандемия коронавируса затронула все уголки мира: и бизнес, и обществен-
ную жизнь – актуальным является изучение степени, в которой эта пандемия нанесла ущерб 
бизнесу. В статье авторами оценено влияние пандемии коронавируса на цену, продукт, распре-
деление и продвижение, поскольку эти элементы составляют основу комплекса маркетинга. 
Проведенное исследование показывает, как пандемия коронавируса вызвала рост цен на некото-
рые товары, считающиеся необходимыми в период пандемии, из-за ограниченного предложения. 
Также спрос продуктов сместился в основном на продукты питания, товары для дома, оборудо-
вание для тренировок, товары для здоровья, дезинфицирующие средства и медицинские маски, и 
в результате эти продукты стали самыми продаваемыми продуктами в ситуации пандемии. Кро-
ме того, из-за законов о социальном дистанцировании, закрытии розничных магазинов и реко-
мендациях оставаться дома для предотвращения распространения вируса потребители активно 
участвовали в розничной торговле через Интернет как наиболее эффективном и безопасном спо-
собе совершения покупок в этот период. Исследование также демонстрирует, что продвижение 
продуктов и брендов становится менее результативным, поскольку потребители, как правило, 
опасаются совершать покупки из-за неуверенности в том, когда ситуация стабилизируется и 
вернется в привычное русло, это привело к тому, что потребители стали игнорировать акцион-
ные предложения и другие стимулирующие мероприятия. Электронный маркетинг также потер-
пел неудачу, поскольку потребителей утомляет большое число рекламных писем, и единствен-
ная информация, которая, вероятно, привлекает внимание, связана с коронавирусом. Маркетин-
говые агентства прибегают к анимации и другим технологиям создания рекламы, отличной от 
обычных видео роликов и статичной рекламы, что обусловлено необходимостью социального 
дистанцирования для предотвращения распространения вируса. 
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